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The definition of Corporate Social Responsibility (CSR) has been argued in several aspects 
and this paper studies the trend in three dimensions: Environmental dimension, employee dimension, 
and social dimension: The environmental dimension refers to the natural environment in which 
companies seek to dedicate to cleaner environment and integrate environmental concerns into their 
business operations. The social dimension entails the relationship between business and society, and, 
the employee dimension includes the relationship between the company and how it interacts with its 
employees. 
There have been myriad of studies conducted on CSR, and yet much of the previous studies are 
focused more on brand equity and little attention has been paid to the intentions of consumers to 
actually reward the social activities of companies by agreeing to pay more for the socially responsible 
products or recommend them to friends and families. Hence, this study aims to fill the gap, contribute 
to the existing literature, and explore more about consumer behavioral intentions such as willingness 
to pay (WTP) and personal word of mouth (pWOM). This study also contributes to the body of 
 
 
knowledge related to CSR from a consumer’s perspective (Lee, 2008; Maon, Lindergreen, and Swaen, 
V., 2010; Abdeen, Rajah, and Gaur, 2015). 
The purpose of this study is to conceptualize a model to test the relationship between 
consumers’ CSR beliefs of the aforementioned three dimensions: environment, employee, and social 
dimensions, and consumers’ engagement behavioral intentions. Hence, the study hypothesizes 
positive relationship between consumers’ CSR beliefs and behavioral intentions. 
Furthermore, this research also checks the moderating effect of subjective norms and CSR 
types on consumer behavioral intentions. Subjective norms are social pressure that consumers 
perceive to perform or not to perform certain behaviors (Ajzen, 1991; Ajzen and Fishbein, 1980). The 
types of CSR studied in this paper are social alliance CSR cause-related CSR or cause-marketing with 
social alliance.  
Data for this study was collected from 100 Japanese and non-Japanese respondents through 
online surveys which used both Japanese and English languages to offer more clarity to the 
respondents. The results of the analysis show that people place paramount priority on social CSR 
followed by environmental CSR in terms of personal word of mouth. However, when it comes to 
paying premium for socially responsible products, respondents favored environmental CSR the most. 
Contrary to some of the results from previous studies, the respondents did not seem to be highly 
influenced or affected by subjective norms. 
This research contributes to the academic literature in two ways. First, it bridges CSR beliefs 
and two behavioral intentions of consumers while analyzing the moderating effect of two factors. 
Second, it adds to the existing literature of studying potential behaviors of Japanese consumers. In 
conjunction to studying perception of Japanese consumers, this study also compares the behavioral 
intentions of Japanese and non-Japanese consumers living in Japan. 
For managers who are in charge of CSR, this research suggests the following three 
implications. First, this study gives the managers an insight into customers’ CSR perception and 
strategize CSR accordingly as companies are increasingly investing their resources in CSR. Although 
the results of this study did not successfully validate positive significant behavioral intentions in 
regard to Japanese consumers, it is still imperative for companies to be mindful about the perceived 
 
 
CSR beliefs of consumers as companies are increasingly looking to formulate and implement CSR 
strategically (Bhattacharya and Sen, 2004). Second, this study suggests the CSR dimension that would 
be most effective for consumers to spread pWOM about a company’s products and the CSR 
dimension that can potentially lead to more profit as consumers would be willing to pay more for 
products that support certain type of CSR. Third, the empirical evidence of this study provides how 
different levels of subjective norms affect people and the effect of marketing on people who have high 
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CHAPTER 1. INTRODUCTION 
Corporate Social Responsibility (CSR) has received much attention as more and more 
consumers consider ethical stances of a company before making a buying decision and some 
consumers would not even deal with a company if a company has questionable ethics (Harrison, 2003). 
Moreover, CSR studies from the past decades have explained that there are linkages between 
businesses and their involvement in CSR, making it an important component of business strategy 
(Abdeen, Rajah, and Gaur, 2015). 
Furthermore, in 2015, United Nations General Assembly set 17 Sustainable Development 
Goals (SDGs) and called upon companies to place their business practices with the SDGs (Sachs, 
2019). These goals have brought business and CSR closer than before. Although the concept of CSR 
and that of Sustainable Development advanced separately and the link between the two is not 
explicitly explained, a past study concluded that when CSR is integrated into a business model, it 
promotes business contributions to sustainable development, thus creating a balance in interest, 
environmental needs, and social expectations (Behringer and Szegedi, 2016).  Schonherr, Findler, 
and Martinuzzi (2017) postulated that the SDGs will provide an integral framework for future-oriented 
CSR engagement. Since companies are making efforts to integrate social responsibilities into their 
businesses, it is integral to know if consumers consider CSR as an important factor when considering 
buying products. 
Today firms do not only focus on one type of CSR but rather engage simultaneously in 
different activities addressing and integrating most of the dimensions of CSR (Chen, Huang, Yang, 
and Dube, 2018). Hence, keeping the fact into consideration, this paper studies three among the five 
CSR dimensions proposed by Dahlsrud (2006) who examined 37 definitions and narrowed down them 
into five dimensions. As not everyone is equally engaged by the same type of CSR due to difference in 
peoples’ beliefs and the different levels of external influence on them, another focus of this study is to 
understand consumers’ beliefs and how those underlying beliefs influence her actions. 
Additionally, this paper links behavioral intentions of consumers to customer engagement 
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theory and tries to predict engagement behavioral intentions of consumers. The engagement behaviors 
being personal word of mouth (pWOM) and willingness to pay (WTP). Word of mouth behavior from 
consumers are important as it means that customers are satisfied and are ready to be advocates of the 
company or products (Kotler, 2006). Therefore, to test whether CSR strategies are successful, we 
examine through WOM intentions of consumers. As for willingness to pay, this study explores 
whether organizations are able to recover costs of CSR implementation by placing premium pricing 
than that of normal companies that do not engage in CSR (Browning, 2016). Hence, the aim of this 
paper is to investigate, based on peoples’ beliefs, which dimension of CSR generates the strongest 
behavior intentions. 
Considering the importance of moderating factors between CSR beliefs and behavioral 
intentions, this study additionally checks the moderating factor of subjective norms, which are social 
pressure which to some degree affect peoples’ behaviors. Another moderating factor that this study 
tests is the types of CSR: social alliance CSR and social alliance with cause-related marketing. This 
study investigates how different types of CSR affects different consumers with and without marketing 
factors added to the CSR initiative.  
To be more concise, this paper attempts to answer three broad research questions: First, do 
consumers’ beliefs about CSR influence them to pay more for socially responsible company’s 
products? Second, do consumers engage in customer engagement activities such as products 
recommendation from a socially responsible company? Third, do consumers perceive social pressure 
to buy socially responsible products? Are consumers influenced by marketing integrated CSR 
initiatives? 
The structure of the paper is as follows. The next chapter is literature review, which explores 
current literature on CSR that are relevant to the study, and the current and past state of CSR in 
Japan. After the literature review, the third chapter presents and describes proposed theoretical 
framework and research hypotheses. The third chapter is followed by sections of survey design and 
data set features. The fifth chapter illustrates the data analysis and results of the research. The final 
section discusses the results, suggests various implications of the study while also highlighting the 
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limitations and areas of interest for future research. 
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CHAPTER 2. LITERRATURE REVIEW 
This chapter gives a snapshot of existing literature of CSR and other studies relevant to this 
paper. An understanding of these factors would support the design and provide background for this 
study. 
SECTION 1. CORPORATE SOCIAL RESPONSIBILITY 
The world has come a long way from the time when economist Milton Friedman’s (1970) 
famous The New York Times Magazine article was published and he quoted, ‘The Social 
Responsibility of business is to increase its profits’, to now when CSR is considered as a custom that 
companies are almost obliged to practice (Rahim, Jalaludin, and Tajuddin, 2011). Yet, the concept of 
CSR dates back to the 1800s or to the Industrial Revolution period, from then CSR started gaining 
attention in the 1950s, and early literature is heavily dominant in the United States, with recently more 
countries in Europe and Asia have begun increasing their attention to CSR policies and practices 
(Carrol, 2008). Despite that, there is uncertainty surrounding CSR regarding how it should be defined 
in both corporate and academic field (Dahlsrud, 2006). 
Corporate Social Responsibilities are situations in which firms go beyond compliance and 
engage in actions that could further social good (McWilliams and Siegel, 2001). CSR occupies a 
prominent place on the global corporate agenda in today ’s socially conscious market environment 
(Du, Bhattacharya, and Sen, 2011). The definition of CSR has evolved over the years and the huge 
amount of academic research has not converged into a common and conclusive definition of what 
constitutes CSR (Mosca and Civera, 2017). For this reason, Dahlsrud (2006) after extensively 
analyzing journal articles and web pages found altogether 37 definitions, he looked for commonalities 
in them, and defined five dimensions of CSR based on frequency counts of the dimensions: 1) The 
environmental dimension, 2) the social dimension, 3) the economic dimension, 4) the stakeholder 
dimension, and 5) the voluntariness dimension (Dahlsrud, 2006). 
First, the environmental dimension covers all the definitions that refer to the natural 
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environment in which companies seek to dedicate to cleaner environment and integrate environmental 
concerns in their business operations. Second, the social dimensions entail the relationship between 
business and society, whereby businesses contribute to a better society by integrating social concerns 
in their business operations. Third, the economic dimension includes socio-economic or financial 
aspects describing CSR in terms of a business operation. Forth, the stakeholder dimension is related to 
interaction between stakeholders or stakeholder groups and their company. And fifth, the 
voluntariness dimension includes actions that are beyond what are based on ethical values and beyond 
legal obligations (Dahlsrud, 2006). 
SECTION 2. CSR IN JAPAN 
Initially in the 1980s, Japanese companies’ CSR management were different than that of 
American companies. This emergence of addressing aspects of social responsibility other than just 
trade arose as a consequence of globalization of more Japanese companies, especially in the US 
(Wokutch, 1990). Following the globalization and need to consider CSR, Japan Business Federation 
(Nippon Keidanren) addressed the situation in the US as ‘business ethics’, and the Japan Society for 
Business Study (JABES) was established two years later in 1993 (Moon, 2018). Even the acronym 
CSR was not used in Japan until 2003, which is often referred to as first year of CSR ‘CSR gan-nen' 
(Fukukawa and Teramoto, 2009; Holtschneider, 2015). 
According to PWC’s Annual Global CEO Survey in 2016, of 1409 CEOs interviewed in 83 
countries, 64% say that CSR is core to their business rather than being a stand-alone program. This 
result aligns with Japanese global companies as managers of Japanese Global companies are keen to 
demonstrate the importance of CSR heir business strategy and have various projects and initiatives to 
support their position and commitment (Eweje & Sakaki, 2014). 
Previous study has revealed that many large Japanese corporations deal with CSR issues as 
part of their daily work, and even assign managers as the head of a CSR unit responsible for the 
development and implementation of CSR initiatives and practices (Eweje & Sakaki, 2014). 
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SECTION 3. DEFINITION OF CORPORATE SOCIAL RESPONSIBILITY 
This study investigates adapts CSR dimensions proposed in Dahlsrud’s study (2006). This 
section goes in depth into the three dimensions studied in this paper. 
2.3.1. Environmental dimension 
Although environmental dimension is not mentioned in Carroll’s pyramid of CSR, when going 
into in depth explanation of CSR, environmental dimension is equally emphasized as social dimension 
(Dahlsrud, 2006). Environmental dimension of CSR refers to a company’s impact on the natural 
environment and sustainability of business practice. Environment dimensions of CSR has gained 
importance with the increase in environmental problems due to climate change and natural resources 
utilization (O’Brien and Leichenko, 2000; Wang et al., 2016; Ziran, 1999; Khojastehpour, 2014). 
As consumers view companies as major cause of such problems, companies have started to pay 
attention to their influence on surroundings by involving in activities such as pollution prevention, 
energy savings, labor improvements, efficient use of raw materials, waste reduction, etc. (Arsic, 
Stojanović, and Mihajlović, 2017). Environmental CSR activities require additional expenses without 
immediate and measurable financial benefits, which makes companies unwilling to sacrifice their 
profits for voluntary environment protection (Wagner, Van, Azomahou, and Wehrmeyer, 2002; Arsic, 
Stojanović, and Mihajlović, 2017). Nevertheless, studies have shown that customer perceptions 
toward environmental CSR activities enhance positive mental image of the company and it acted as a 
prerequisite to their enduring loyalty (Rashid, Rahman, and Khalid., 2014). This study aims to 
investigate whether consumers living in Japan view environmental CSR as an important factor that 
companies need to consider. 
2.3.2. Stakeholder dimension 
Stakeholder dimension sees businesses as an important part of society and not just as entities 
that make profit only for shareholder but also for other parts of the society (Arsic, Stojanovic, and 
Mihajlovic, 2017). Stakeholder dimension of CSR refers to stakeholders and stakeholder groups 
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(Dahlsrud, 2006). According to Mahoney (2012) stakeholders include shareholders, holders of options 
(issued by the firm), debt holders, employees (those investing human capital in the firm), local 
communities, environment as latent stakeholders, regulatory authorities, the government, inter 
organizational alliance partners, customer and suppliers, basically those who contribute to the 
wealth-creating potential of the firm. Stakeholder engagement can be comprehended in numerous 
ways from various theoretical perspectives (Greenwood, 2007). As stakeholder dimensions of CSR is 
broad, this study focusses on the employee domain of the stakeholder dimension. 
The employee domain of stakeholder dimension of CSR addresses issues such as working 
condition, non-discrimination of employees, adequate remuneration, etc. (Oberseder, Schlegelmilch, 
and Murphy., 2013). Moreover, Americans believe that being a good employer was the top priority 
among the important business practices meaning consumers want to do business with companies that 
put employees’ benefits first (Cone CSR report, 2017). This study investigates to find out whether 
consumers are positively influenced by the way companies treat their employees. 
2.3.3. Social dimension 
Social dimension refers to the relationship between business and society (Dahlsrud, 2006). 
Social dimension and stakeholder dimension received the highest dimension score and dimension 
ratio on Dahlsrud’s analysis of 37 CSR definitions. The primary objective of social dimension is for 
companies to work toward building a better society as a whole by integrating social issues into their 
business operations and considering the full scope of their impacts on society (Nasrullah and Rahim, 
2014). As it is directly related to the society consumers live in, social CSR is the key factor in setting 
up a relationship between business and society (Arsic, Stojanovic, and Mihajlovic, 2017). A prior 
study shows that social dimension has the greatest influence on consumers’ perceived value of CSR, 
consumers who think that their consumption decisions contribute the society as a whole (Curras‐Perez, 
Dolz-Dolz, Miquel-Romero, and Sanchez-Garcia, 2018). The social domain addresses societal 
concerns such as donations to society, employing people with disabilities, support social projects, etc. 
(Oberseder, Schlegelmilch, and Murphy, 2013). A company being involved in social CSR means that 
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they are being accountable for the social effects the company has on people directly or indirectly 
(Arsic, Stojanović, Mihajlović, 2017). 
SECTION 4. THEORY OF REASONED ACTION (TRA) 
The theoretical framework of this study is adapted and modified from the theory of reasoned 
action (TRA) which consists of beliefs, attitude, and intention to predict behavior (Fishbein and Ajzen, 
1975). TRA suggests that human behavior is a positive function of his/ her intention to perform the 
behavior, and hence, people should consider the act of purchasing or recommending a product or 
service, rather than attitude towards the product (Fishbein and Ajzen, 1975; Ajzen and Fishbein, 1980). 
Ajzen and Fishbein suggest that behavior is influenced by determinants of attitudinal and normative 
components, and that the aforementioned determinants are beliefs individuals hold about themselves 
in their environment (Fishbein and Ajzen 1980; Agarwal, 2013). Hence, beliefs form the foundation 
from which attitudes, intentions, and behaviors emerge (Abdeen, Rajah, and Gaur, 2015). In one of the 
studies, TRA was found to be more appropriate to predict engagement with advertising, as it excludes 
perceived behavioral control (Sanne and Wiese, 2018).  
2.4.1. Subjective norms 
Another antecedent to behavioral intent, is subjective norm (Ajzen, 1991). While beliefs are 
internal factors, subjective norms are external factors and are defined as the perceived social pressures 
that referents feel to perform or not to perform certain behaviors (Ajzen, 1991; Ajzen and Fishbein, 
1980). Several studies have shown that subjective norm has a significant and positive influence on 
behavioral intention, proving that the pressure from salient individuals or referents motivate or 
obstruct an individual to perform a certain behavior (Gao, Chen, Shan, and Fu, 2017; Wang et al., 
2016; Jing et al., 2019).  
A number of previous studies have shown that subjective norms have higher influence in Asian 
countries than in western countries and that greater masculinity, collectivism, power distance, and 
uncertainty avoidance among Asian countries are what affect the relationship between subjective 
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norms and intentions (Choi and Geistfeld, 2004; Pavlou and Chai, 2002). Similarly in Japan, 
subjective norms have higher influence than in any other countries; Markus and Kitayama argued that 
the Japanese self-concept is formed in part by relationships with others which makes Japanese people 
to be more sensitive to the expectations of other in order to maintain a harmonious relationships with 
them(Markus and Kitayama, 1991). However, the results are not always conclusive, as there are 
studies that used technical adaptation model show that it is the other way around and western culture 
showed higher influence of subjective norms than do non-western cultures (Scherpers and Wetzels, 
2007). 
SECTION 5. CUSTOMER ENGAGEMENT BEHAVIORS 
Engagement is considered as a behavioral response induced by the exposure to an 
advertisement, or in this case CSR initiative (Mahmoud, 2013). TRA posits that behavioral intentions 
are the immediate antecedents to behavior and are a function of salient information or beliefs (Ajzen 
and Fishbein, 1980; Fishbein and Ajzen, 1975). One of the many definitions of customer engagement 
is by Van Doorn et al., 2010, “Customer engagement behaviors go beyond transactions and are 
defined as a customer’s behavioral manifestations that have a brand or firm focus, beyond purchase, 
resulting from motivation drivers” (Van Doorn et al., 2010).  
There has been exponential increase in the importance of customer engagement, however it 
has been overlooked in CSR literature (Abbas, Gao, Shah, 2018). In regard to customer engagement, it 
can be presented as direct or indirect. CSR engagement determines how a firm’s CSR response is 
viewed and evaluated by stakeholders (O’Riordan and Fairbrass, 2007). Furthermore, customer 
behavioral responses to engagement has been conceptualized into three dimensions as conscious 
attention, enthused participation, and social connection, generated by current as well as prospective 
customers (Vivek, Beatty, Dalela, and Morgan, 2014).  
2.5.1. Willingness to pay (WTP) 
Creyer and Ross found that consumers expected companies to behave responsibly and that 
 
10 
consumers were ready to punish those that behaved otherwise (Creyer and Ross, 1996). While 
consumers are ready to punish unethical companies, it is acceptable to assume consumers reward 
ethical actions initiated by company in the most obvious way, that is, by buying its products at a 
premium price (Trudel and Cotte, 2009). The assumption comes true in studies from Sweden and in 
the US, where consumers were willing to pay more for ethical and socially responsible products if 
given option to choose from (Agarwal, 2013; Trudel and Cotte, 2009).  
Additionally, consumer expect the companies to provide them information on social initiatives 
and studies have shown that consumers are willing to pay premium and support corporations that 
pursue social initiatives (Pomering and Dolnicar, 2008; Rahim, Jalaludin, and Tajuddin, 2011). This 
result aligns with another study in which consumers were given additional information of certification 
related to social and environmental attributes and resulted in consumers willing to pay premium for the 
certified product (Magistris, Giudice, and Verneau, 2015). 
In some studies willingness to pay has been phrased as ‘support intentions’ that means 
consumers’ readiness to positively react to CSR initiatives and plan consciously support socially 
responsible organizations (Maignan, 2001; Fishbein and Ajzen, 2010). Consumers, as key 
stakeholders of an organization play a major part in molding CSR strategies executed by an 
organization (Abdeen, Rajah, and Gaur, 2015). However, consumers’ support level of a socially 
responsible organization varies among different countries, French and German consumers show active 
support to responsible organizations than do American consumers (Maignan, 2001).  
2.5.2. Word of mouth (WOM) 
Word of mouth means recommending the products or services to others and is considered a 
strong behavioral expression of strong relationship with the company (Abbas, Gao, and Shah, 2018). 
WOM is regarded as extra-role behavior which is voluntary and discretionary which is not expected 
nor directly rewarded (Bhattacharya and Sen, 2004; Groth, 2005). 
According to the literature on customer engagement, those who spread out word-of-mouth 
are important for companies because they are the advocates of a company and are assumed to have 
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built loyalty towards the company (Chung and Drake, 2006). Word of mouth is an important part of 
a successful marketing strategy to understand and make the customers part of the marketing effort. 
Philip Kotler in his 5A model on the New Customer path has stressed on the full customer journey 
which starts from awareness to advocacy. He defines word of mouth as “the act of consumers 
providing information to other consumers; personal communication about a product between target 
buyers and neighbors, friends, family members, and associates” (Kotler, 2006). Additionally, 
according to Kotler, WOM is considered the cheapest and most effective form of communicating 
product benefits because WOM is delivered from customer, by the customers, and for the consumers 
(The New Economics Education, 2012). 
In most traditional sense of WOM in marketing is the refer-a-friend program, where firms 
encourage customers to recommend their products to their friends (Lopez and Sicilia, 2013). It has 
been suggested that marketers need to undertake beyond outcomes such as satisfaction or purchase 
intention to measure stakeholder engagement (Greenwood, 2007). Therefore, traditional concept of 
customer engagement reflects direct contributions such as product purchase and indirect contributions 
such as word of mouth (Pansari and Kumar, 2017). 
2.5.3. CSR types 
There are several types of CSR, but this paper will focus on strategic alliance and cause-related 
marketing. The concept of strategic alliance emphasizes the creation of value by combining synergies 
‘derived from complementarity’ and are more common in case of NPO-business alliances (Austin, 
2000), since NPOs and businesses share objectives and resources (Rim, Yang, and Lee, 2016). One 
example of social alliance CSR can be seen in Chen, Huang, Yang, and Dube’s paper (2018) as: 
“Major food companies team up with nonprofits such as the YMCA to jointly combat 
childhood obesity. The resource input from companies includes funding, staff and service 
commitments, marketing expertise to design and deliver program messages, free media “air 
time”, etc.” 
The other type of CSR is case-related marketing. Cause-related marketing is an action whereby 
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a non-profit organization and a profit-making company creates a message or delivers service for a 
mutual benefit (Marconi, 2002). It is usually a marketing activity in which companies make donations 
to a cause in the proportion of the sale of certain goods or services (Larson et al., 2008). One of the 
most successful marketing campaigns for cause-related marketing is from a shoe brand TOMS. Their 
campaign is called ‘One for One’ in which with every pair purchased, TOMS donates a new pair to a 
child in need (Ponte and Richey, 2014). Cause-related marketing can be the most engaging marketing 




CHAPTER 3. THEORETICAL FRAMEWORK AND HYPOTHESIS 
SECTION 1. THEORETICAL FRAMEWORK 
The purpose of this study is to investigate the relationship between consumers’ CSR beliefs 
of the three dimensions of CSR, namely: environmental, employee, and social dimensions, and their 
behavioral intentions in terms of consumers’ willingness to pay for socially responsible and 
sustainable products and their word of mouth intentions. 
For this purpose, this study conceptualizes a framework as shown in Figure 1. The basic idea 
of this framework is adapted from the study by Abdeen, Rajah, and Gaur (2015) who based their 
framework on the Theory of Reasoned Action (TRA). TRA links attitudes, intention, and behavior and 
that beliefs form the foundation from which attitudes, intentions, and behaviors emerge (Abdeen, 
Rajah, and Gaur, 2015). In addition to that, this study tests subjective norms and CSR type as 

































In Figure 1, we basically hypothesize three main relationships. The first is CSR beliefs as 
antecedents of engagement behavioral intentions. CSR beliefs include three dimensions as we 
discussed in the literature review in Chapter 2 which are 1) environmental dimension, 2) employee 
dimension, and 3) social dimension. Engagement behavioral intentions as consequences of CSR 
beliefs consist of two major elements: one is willingness-to-pay (WTP) and the other is personal 
word-of-mouth (pWOM) intention. The second relationship we focus on in this study is the 
moderating effect of subjective norms. We hypothesize that the relationships between CSR beliefs 
and engagement behavioral engagement are moderated by the subjective pressure on how others 
around the respondents look at them and whether they feel pressured to act in a certain way. Third, 
we also investigate the moderating effect of the CSR types to see whether different CSR affects the 
engagement behaviors. We will further elaborate each hypothesis in the following section. 
SECTION 2. HYPOTHESES 
3.2.1. CSR beliefs and engagement behavioral intentions 
It has been successfully established from previous studies that beliefs contribute to customers’ 
willingness to purchase from a socially responsible organization (Yuen, Thai, and Wong, 2016; 
Schniederjans and Starjey, 2014; Han, Hsu, and Sheu, 2010). But supporting an organization by 
paying premiums differs in each country. For example, French and German consumers show active 
support to responsible organizations than do American consumers (Maignan, 2001). Hence, we 
hypothesize that willingness to pay (WTP) will be affected by CSR beliefs. 
Furthermore, TRA suggests that human behavior is a positive function of his/ her intention to 
perform the behavior. It also suggests that beliefs from the foundations from which attitudes, 
intentions, and behaviors emerge (Fishbein and Ajzen, 1975; Abdeen, Rajah, and Gaur, 2015). It can 
be inferred that behavior intentions also refer to word-of-mouth (WOM) intentions or intention to 
recommend a product or service. 
As important as WOM is to understand the success of marketing strategy in customer journey 
from awareness to advocacy (Kotler, 2006), it has also been highlighted by Bhattacharya and Sen 
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(2004) that WOM is an important behavioral outcome of CSR which needs additional research. In this 
study as we are mainly focusing on exchange of information between people, who often know each 
other, through conversation (Kawakami, Kishiya, and Parry, 2013), hence pWOM (personal word of 
mouth) abbreviation is used. Hence, based on the above reasoning this study posits the following 
hypothesis. 
H1: Different CSR beliefs (social beliefs, environmental beliefs and employee beliefs) affect 
behavioral intentions (willingness to pay and word-of-mouth intention) positively. 
3.2.2. Moderating effect of subjective norm 
Past studies have constantly proved that the influence of subjective norms on behavioral 
intentions are greater in Japan in terms of leaving a company to pro-environmental behaviors (Ando, 
Ohnuma and Chang, 2007; Ando et al., 2010). However, the results are not always decisive. In terms 
of technology acceptance model, western cultures were reported to be strongly affected by subjective 
norms than non-western cultures (Schepers and Wetzels, 2007). To test the hypothesis and link CSR to 
behavior intention, this study uses subjective norm as a moderator between CSR beliefs and 
behavioral intentions. 
H2: The higher the subjective norms, the more willing are consumers to pay premium for 
socially responsible products. 
3.2.3. Moderating effect of CSR type 
Companies plan and implement different types of CSR activities to affiliate themselves to 
their cause in a certain way. Therefore, this study aims investigate the differential effects of two CSR 
types: General CSR and Cause-related marketing. 
Cause-related marketing means allocating certain percentage of every unit sold of a company 
to a cause or organization (Barone, Miyazaki, and Taylor, 2000). Cause-related marketing falls 
under promotional CSR and promotional CSR are likely to induce more favorable CSR image than 
other do types of CSR and although, cause related marketing seems as a tactic to increase quick 
commercial benefits, it indeed reaps more advantages (Chen, Huang, Yang, and Dube, 2018).  
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Prior studies have suggested that as cause-related CSR marketing requires more consumer 
and company engagement, higher magnitude of resource input and greater marketing communication 
efforts, hence generating elevated consumer impact (Davidson, 1997; Austin, 2000). From the 
mentioned arguments, cause-related marketing of CSR can be hypothesized to have stronger effects 
on engagement behavioral intentions than other types of CSR. 
H3: The effect of CSR beliefs on the engagement behavioral intentions is stronger for 
cause-related marketing activities. 
3.2.4. Demographics 
In addition to the three relationships we focus on in Figure 1, demographics are included as 
control variables. Demographic characteristics of consumers are important while considering CSR 
initiatives. Generally, women, higher education, and higher income level groups support CSR 
practices (Youn and Kim, 2008).  
For example, recent study conducted among US consumers aligned with the results that 
women display more likelihood of buying from a socially responsible company compared to their 
male counterparts (Dodd, 2019). However, in Sweden, where both genders are equally educated, 
gender did not affect the attitude towards socially responsible or ethical products (Agarwal, 2013).  
Not only gender but also age can affect the attitude toward CSR activities by companies. For 
example, among the Chinese consumers, relatively young (18-24 years), called practical, do not 
particularly care about CSR and react to CSR information negatively (Tian, Wang, and Yang, 2011). 
However, the results are refutable, as another study’s results suggest that younger consumers perceive 
CSR positively and display loyalty than older consumers (Moisescu, 2015). 
As such, this study tests the discrepancies between the results concerning the impact of gender 
and age on the purchase intent from a socially responsible company (Tian, Wang, and Yang, 2011; 
Moisescu, 2015).  





CHAPTER 4. METHODOLOGY AND DATASET 
SECTION 1. SURVEY DESIGN 
This chapter presents the research design and methodology of how this study was conducted. It 
also elaborates the bases on which the measurement scales for each construct were chosen in 
questionnaire development and the process of data collection. 
In order to test the hypotheses that we proposed in Chapter 3, an online survey was designed 
and implemented in June 2019. The survey is conducted with Japanese and non-Japanese consumers 
because we are interested in the collectivistic culture and seek to compare the Japanese consumers’ 
behaviors with that of the non-Japanese consumers. The concepts and measurement items used in 
this study is reported in Table 1. 
Table 1 Concepts and Measurement Items 
Concepts Measurement Items References 




I believe that … 
-businesses should reduce emissions such as greenhouse gases 
-businesses should prevent waste and should dispose of the waste properly 
-businesses should invest in R&D regarding environmental protection  









I believe that… 
-businesses should promote equality in the workplace 
-businesses should provide working conditions which are safe and not 
hazardous to employees' health  
- businesses should provide flexible working hours 









I believe that… 
- businesses must solve social problems 
-businesses must play a role in our society that goes beyond the mere 
generation of profits 
- businesses must participate in the management of public affairs 
- businesses should hire employees with disabilities 
Abdeen et al. 
(2015) 
Carroll (1979) 




People who are important to me think that I should buy products from a 
socially responsible company.  






I would pay more to buy this product from this company that show care for 
the well-being of the society 
I would pay __% more to buy this product from this socially responsible 
company 
I will continue to buy this product from this company for their involvement 







I encourage friends and relatives to use this product 
I recommend this product whenever anyone seeks my advice 







The questionnaire comprised of 5 sections. The first section included items to measure the 
respondents’ beliefs, and second, third, and forth sections each covered one fictitious company and 
behavioral intention measurement items. The final section encompassed the demographic details of 
the respondents in terms of gender, age, and education level. All variables were addressed using five 
point-scale measure and used anchors such as 1= Strongly disagree, 2= Disagree, 3= Neutral, 4= 
Agree and 5= Strongly agree. 
4.1.1. CSR beliefs 
In this study, CSR beliefs consist of three dimensions environment dimension, employee 
dimension, and social dimension which are adopted from Dahlsrud’s CSR dimensions (Dahlsrud, 
2006). The three dimensions were chosen because of the high dimension score they received in 
Dahlsrud’s study. Although environmental dimensions had the lowest dimension score, it is included 
in this study based on the current increasing issues regarding environment (O’Brien and Leichenko, 
2000; Wang et al., 2016; Ziran, 1999; Khojastehpour, 2014). 
Beliefs on environmental dimension refer to the degree consumers agree that companies 
should engage in environmental CSR, and, four items are prepared including “I believe businesses 
should reduce emissions such as greenhouse gases” and “I believe companies should invest in R&D 
regarding environmental protection” were adapted and paraphrased from Oberseder, Schlegelmilch, 
and Murphy’s study (Oberseder, Schlegelmilch, and Murphy, 2013). 
Employee dimension beliefs are measured by four items and encompass issues such as 
working conditions and non-discrimination of employees (Oberseder, Schlegelmilch, and Murphy, 
2013) and added item entailing issues of ‘inclusivity at work’ is included to fit the situation in Japan, 
as previous study suggests that ‘diversity and inclusion’ are the big issues in Japan (Eweje and 
Sakaki, 2015).  
With regard to social dimension, we asked whether the respondent believe that companies 
must social problems etc. Some of the items were adapted from Abdeen, Rajah, and Gaur, who 
adapted their items from Carroll which were deemed related to social issues (Abdeen, Rajah, and 
Gaur, 2015; Carroll, 1979). Two of the items were taken from (Oberseder, Schlegelmilch, and 
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Murphy, 2013) and adapted to the study including “I believe society should hire employees with 
disabilities”. 
4.1.2. Moderator variables 
As for moderators, we prepared two variables. One is subjective norms and the other is CSR 
types. Subjective norms are measured by two items including if people who are important to the 
respondent think that she or he should buy products from a socially responsible company, and if people 
who influence the respondents’ behavior expect them to buy socially responsible products or not 
(Table 1). These are adapted from Sanne and Wiese (2018) but slightly rephrased to fit the context of 
the study.  
The second moderator variable is CSR types. Three types of fictional scenarios were 
prepared for this study depending on the two dimension 1) product categories (consumer electronic 
goods or apparel) and 2) CSR activities (with/without promotional CSR factors).  Three fictitious 
companies were illustrated to the respondents as shown in Table 2. All three CSR initiatives were 
chosen in consideration of “cause-company fit” (Sen and Bhattacharya, 2001) and to increase 
trustworthiness of the initiatives all three were explained as value creating CSR and having social 
alliance with social organizations such as NGOs (Chen, Huang, Yang, and Dube, 2018). 
In order to investigate the effect of marketing and CSR communication cause-related CSR 
marketing was used for describing CSR initiatives of one of the fictitious companies (Davidson, 
1997; Austin, 2000). As explained in Table 2, Company A is a consumer electronic goods maker 
which engages in general social alliance CSR without promotional or marketing factors. Company B 
is an apparel company which sells environmentally friendly products and running a promotional 
campaign to help children in Africa and Asia. Company C is also a manufacturer of environmentally 
friendly apparel that engages in social alliance CSR but with no promotional factors. To give more 
realistic touch to the initiatives, the sample companies were given social alliance CSR. 
After reading description of CSR initiative of each company, respondents evaluated and 
answered each item regarding their behavioral intention which are measured by two constructs, 




Table 2. Descriptions of CSR Types 
Company A is a manufacturing company of consumer electronic goods. They sell products that are 
energy saving electronics which are good for the environment. 
Company A robustly engages in Corporate Social responsibility (CSR) and initiates the following 
activities: 
- Company A continuously plans to reduce CO2 emissions from their business operations and reach 0 
emissions by 2050  
-Company A partners with an organization and sends their employees, regardless of their gender, to 
developing countries in Asia and Africa on a volunteering program where help is needed. This 
program not only helps the developing countries to solve social problems but also helps employees 
develop their skills and leadership 
- Company A has a policy of flexible working hour to employees promoting a good work-life balance 
and promotes inclusivity in the workplace 
Company B is an apparel company that offers environmentally friendly apparels. Their clothes are 
more expensive than regular fast-fashion clothes.  
 
Recently they have been working with an NGOs in Africa and South Asia and have come up with a 
campaign: 
-proceeds from the clothes go to a charity that makes clothes for children who need them 
-the proceeds also help support the children in Africa and Asia in their education by providing them 
scholarships. 
 
Other than the campaign, Company B places priority on equality in the workplace and has a 
well-balanced number of male and female employees 
Company C is another apparel company that sells environmentally friendly apparels. They use 
environmentally friendly ways to manufacture their clothes.  
Also, they make sure that the employees from factory workers and office workers have good working 
conditions and work-life balance while giving their employees good benefits.  
 
They partner with an NGO in developing countries to improve and develop the health and education 
system. They have also been participating in environmental protection projects for many years. 
 
4.1.3. CSR behavioral intentions 
The construct willingness to pay (WTP) is adapted from Zeithaml, Berry, and Parasurama 
(1996) and worded to make the statements more relevant to the study. Furthermore, the respondents 
were given statements such as “I would pay _% more to buy product form this company” and 
options ranging from 0% to 25% or more were given for them to choose to have an actual estimate 
of whether they were actually willing pay more for a socially responsible product. 
The final construct, word of mouth, was measured by 3 items which were adapted from 
Gremler and Gwinner (2000) and Jalilvand, Nasrolahi-Vosta, Kazemi-Mahyari, and Khazaei Pool 
(2017) and reworded to fit the study. The respondents were given statements such as “when the topic 
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comes, I would recommend products of this company”. 
SECTION 2. DATASET 
The survey was distributed online in both Japanese and English to reduce ambiguity and add 
clarity. To check the credibility, coherence, and accuracy of Japanese language used in the survey, a 
native speaker of Japanese with experiences in conducting surveys inspected each statement. Based 
on her feedback, improvements were done regarding the phrasing, use of Chinese characters, and 
wordings in the items. 
A convenience student sampling was drawn for this study and a self-administered 
questionnaire survey was conducted among both Japanese and non-Japanese residents in Japan. To 
control the respondents, they were chosen for this survey were all enrolled at a university at the time 
of this survey. This decision was made under the assumption that university students fully 
understand the concept of CSR and respond to the survey questions more properly and carefully.  
As predicted, the responses were almost all usable. During the refinement of the responses, 3 
responses had to be eliminated due to incomplete answers regarding their age. Considering the fact 
that people were not willing to share their age when they are given a choice to answer or not to 
answer, even though the responses know the answers are anonymous, all questions were made 
mandatory including the age question. Finally, the survey generated were 100 usable responses. The 
demographic information regarding the respondents is presented in Table 3. 
The survey was posted on the Facebook pages of two Universities. The respondents 
comprised of 57% male and 43% female who were both Japanese and non-Japanese. 66 of the 
respondents were Japanese while 34 were non-Japanese. The respondents’ ages ranged from teens, 
20s, 30s, 40s, to 50s, hence covering wide spectrum of age. In terms of education, majority of the 
sample respondents had completed bachelor’s degree or equivalent, followed by 35% of them 









Total Japanese Non-Japanese 
Age 10-19 3 2 1 
20-29 36 12 24 
30-39 42 33 9 
40-49 13 13  
50-59 6 6  
 Total 100 66 34 
Gender Female 43 20 23 
Male 57 46 11 
Total 100 66 34 
Education High school or equivalent 4   
Undergraduate 62   
Graduate 34   




CHAPTER 5. RESULTS OF ANALYSES 
SECTION 1. VALIDITY TEST 
Before testing the hypotheses, the exploratory factor analyses (EFA) was conducted to test 
the convergent validity and discriminant validity of the prepared constructs. In addition to EFA on 
each item, Cronbach’s alpha scale reliability test was performed on the constructs to measure the 
internal consistency among the items in a construct. The final results of the EFA and Cronbach’s 
alpha are summarized in Table 4. 
Table 4. Results of Exploratory Factor Analysis (EFA) 






Environmental Dimension (ENV) 
env02 0.83 0.81 4.41 0.81 
env01 0.67  4.26 0.82 
env04 0.66  4.07 0.91 
CSR Beliefs 
Employee Dimension (EMP) 
emp01 0.98 0.72 4.21 0.83 
emp04 0.71  3.99 1.00 
emp02 0.33  4.66 0.54 
CSR Beliefs 
Social Dimension (SOC) 
soc02 0.82 0.68 4.10 0.82 
soc01 0.64  4.00 0.91 
soc03 0.48  3.21 0.83 
Subjective Norm (NORM) norm01  0.80 3.25 0.96 
 norm02   3.03 0.96 
 Behavioral intention: Company A 
Willingness to Pay 
(WTPA) 
wtp101   3.42 0.84 
wtp102   0.07 0.05 
wtp103   0.07 0.05 
Word of Mouth (PWOMA) pWOM101  0.88 3.44 0.85 
pWOM102   3.65 0.85 
pWOM103   3.57 0.92 
 Behavioral intention: Company B 
Willingness to Pay 
(WTPB) 
wtp 201   3.49 0.85 
wtp 202   0.07 0.05 
wtp 203   0.07 0.06 
Word of Mouth (PWOMB) pWOM201  0.90 3.51 0.90 
pWOM202   3.58 0.84 
pWOM203   3.64 0.81 
 Behavioral intention: Company C 
Willingness to Pay 
(WTPC) 
wtp 301   3.49 0.86 
wtp 302   0.06 0.05 
wtp 303   0.07 0.05 
Word of Mouth (PWOMC) pWOM301  0.96 3.42 0.87 
pWOM302   3.57 0.90 




For factor analysis maximum likelihood method was selected with varimax option for 
rotation. Before performing the dimension reduction through factor analysis, each independent 
variable had 4 items but based on the EFA results, one item from each construct was due to low 
factor loading.  
Cronbach’s alpha ranged from 0.68 to 0.81 for the independent variables and moderator 
variable, and from 0.88 to 0.96 for the three products i.e. fictitious companies. All the constructs 
exceed the acceptable reliability coefficient of 0.7 except for Social dimension which is 0.68. 
However, even though the construct is below the acceptable reliability coefficient, it is almost close 
to the acceptable value, hence, the construct of social dimension was not excluded.  
SECTION 2. WILLINGNESS TO PAY FOR CSR 
Before testing the hypotheses, we checked how much respondents would pay for the CSR 
activities. Table 5 summarizes the answers for two questions we prepared to ask willingness to pay 
for each fictious scenario of Company A, B, and C. The first question is for asking willingness to 
pay, and the second question is for asking continuous willingness to pay with product loyalty. The 
frequency distribution of each question is shown in Figure 1 and 2.  
Table 5. Willingness to Pay for CSR  
  
Willingness to pay 
I would pay __% more to buy this product 
from this socially responsible company 
Willingness to pay with product loyalty 
I will continue to buy this product from this 
company for their involvement in CSR even if 






































0% 19 16 16 18 15 18 
5% 43 51 55 43 50 55 
10% 27 19 16 32 22 16 
15% 9 8 6 3 8 5 
20% 2 4 6 4 3 5 
25% 0 2 1 0 2 1 
0-5% 62 67 71 61 65 73 







Figure 1. Willingness to pay 
 
 
Figure 1. Willingness to pay with product loyalty 
 
From the results, we understand that the respondents would like to pay more for Company A 
(electronics) than Company C (apparel) as 38% answered to pay 10% or more premium for their 
purchase and 39% will continue to pay 10% or more for the product of Company A. In contrast, only 
29% and 27% respondents will pay 10% or more for Company C.   
If we compare the same industry between Company B and C, respondents would like to pay 
more for Company B with cause-related marketing. The respondents who will pay or continue to pay 
















0 % 5 % 1 0 % 1 5 % 2 0 % 2 5 %
I  WOULD PAY _% MORE TO BUY THIS 

















0 % 5 % 1 0 % 1 5 % 2 0 % 2 5 %
I  WILL CONTINUE TO BUY THIS PRODUCT 
FROM THIS COMPANY FOR THEIR 
INVOLVEMENT IN CSR EVEN IF THE PRICE 




SECTION 3. HYPOTHESES TESTING 
5.3.1. Summary of the Results 
After seminal validity tests, we tested the hypotheses by running a multiple regression with 
IBM SPSS Statistics. First to test the hypothesis without the moderating effect of subjective norms, 
multiple linear regression analysis was conducted to test hypothesis H1, H3, and H4. H1 states that 
different CSR beliefs (social beliefs, environmental beliefs and employee beliefs) affect behavioral 
intentions (WTP and pWOM) positively which state that different CSR beliefs (social beliefs, 
environmental beliefs and employee beliefs). H2 states that the effect of CSR beliefs on the 
engagement behavioral intentions is stronger for cause-related marketing activities. H4 states that 
demographic factors affect engagement behavioral intentions positively. 
In the analysis, social beliefs, environmental beliefs, employee beliefs, age, nationality, and 
gender were input as independent variables. As for dependent variables, behavioral intentions, pWOM 
and WTP were input. For indexing purposes, gender variable was input as 0 for females and 1 for 
males. Similarly, for nationality variables, 0 and 1 were input for non-Japanese and Japanese 
respectively.  
Table 6 and 7 summarize results of analysis without the moderation effect of subjective norms. 
Table 6 estimates the effects on willingness-to-pay for each scenario (Company A, B, and C) and 
Table 7 is for word-of-mouth. 
Table 6. Results of Willingness to Pay 
 
Company A 








Social alliance CSR 
 
(Apparel) 
  β β β 
CSR Beliefs    
Environmental Dimension .15 .38* .38* 
Employee Dimension -.04 -.10 -.08 
Social Dimension .16 .15 .20* 
Age .05 .03 .04 
Gender -.15 -.09 -.14 
Nationality -.16 -.15 -.18 
Adjusted R2 .08* .27* .27* 
Note) * p< 0.05. 













Social alliance CSR 
 
(Apparel) 
  β β β 
CSR Beliefs    
Environmental Dimension .26* .22* .21* 
Employee Dimension .05 .04 .00 
Social Dimension .31* .24* .24* 
Age .13 .09 .04 
Gender -.08 -.13 -.20* 
Nationality -.21* -.27* -.21 
Adjusted R2 .28* .23* .23* 
(Note) * p<0.05. 
As reported in Table 6 and 7, all the regression models are significant at 5% level. Adjusted 
R square of the models for willingness to pay is .08, .27, and .27 respectively. Similarly, .28, .23, 
and .23 respectively for word-of-mouth regression. Next, we will look at the results in more details 
for each scenario (Company A, B and C). 
5.3.2. Results of Company A 
Regarding Company A, none of the independent variables were successful to predict 
willingness to pay for socially responsible products (Table 6). Hence, none of the hypotheses are 
supported in case of willingness to pay for social alliance CSR of a consumer electronics company.  
In contrast, environmental CSR beliefs and social CSR beliefs induces positive word-of-mouth (Table 
7). The analysis also shows that nationality is significant, however, it is interesting to note that the 
standardized coefficient ß of nationality is -.21, which means as Japanese consumers are less willing to 
recommend or talk about CSR activities about products.  
Hence, hypotheses H1 is partially supported in cases of environmental beliefs and social beliefs, 
as they are significant to predict personal word of mouth but not willingness to pay. Similarly, H4, 
which states that demographic factors affect behavioral intentions positively is not supported, as 
nationality at ß is negatively affected, -0.21 at 5% significant level, while other factors remaining 
insignificant, which means that the effect is not equal between Japanese and non-Japanese. The other 
factors neither affect pWOM nor WTP. 
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5.3.3. Results of Company B 
With regard to the fictitious Company B with cause-related marketing campaign, the results 
are a bit different from Company A, as the environmental beliefs are significant for consumers to pay 
premium for products (Table 6). In contrast, the results of word-of-mouth regression are consistent as 
Company A, that environmental and social beliefs are important for respondents when they 
recommend products to others (Table 7). Similarly, again, Japanese consumers are less willing to 
recommend or talk about CSR activities about products than their non-Japanese counterparts.  
Hence, for social alliance CSR combined with cause-related CSR of company B, hypotheses 
H1 is partially supported in cases of environmental beliefs and social beliefs at 5% significance level. 
However, rest of the factors, particularly employee beliefs, do not affect either of the behavioral 
intentions. Similarly, H4 which states that demographic factors affect behavioral intentions is rejected, 
as the standardized coefficient of nationality is -0.27 which significantly and negatively affects 
personal word of mouth (p<.05). As the results suggest that demographics affect negatively the 
hypothesis 4 is rejected. However, the rest of the demographic factors do not affect WTP. 
 
5.3.4. Results of Company C 
The results for fictitious company C are a bit different from those of Company A and B as both 
the environmental beliefs and social beliefs are significant for consumers to pay premium for products 
(Table 6). The results also show that environmental and social beliefs are important for respondents 
when they recommend products to others (Table 7). Interestingly, gender variable is also significant 
only in this case of Company C. The negative standardized coefficient (-.20) of the gender means that 
males are less willing to share about general CSR of an apparel company. 
Hence, for value creating CSR of company C, hypotheses H1 is partially supported in cases of 
environmental beliefs and social beliefs, as they are significant to predict both the behavioral 
intentions for both pWOM and WTP. In this analysis as well, consistent with the previous results, 
employee beliefs are not significant to predict either of the behavioral intentions. Similarly, H4 which 




Table 8: Summary of hypothesis testing (without the moderating effect of subjective norms) 
Hypothesis Result 
H1: Different CSR beliefs (social beliefs, environmental beliefs and employee beliefs) affect behavioral intentions (willingness to pay and 





Company A Company B Company C 
 
 
Social alliance CSR 
(Electronics) 




Social alliance CSR 
(Apparel) 
 Sig Result Sig Result Sig Result 
 
 Social beliefs positively affect willingness to pay n.s.1 not supported n.s. not supported n.s. not supported 
 Social beliefs positively affect personal word of mouth * supported * supported * supported 
 Environmental beliefs affect willingness to pay n.s. not supported * supported * supported 
 Environmental beliefs affect personal word of mouth * supported * supported * supported 
 Employee beliefs affects willingness to pay n.s. not supported n.s. not supported n.s. not supported 
 Employee beliefs affects personal word of mouth n.s. not supported n.s. not supported n.s. not supported 
H3 The effect of CSR beliefs on the engagement behavioral intentions is stronger for cause-related marketing activities. Rejected 
H4: Demographic factors affect engagement behavioral intentions positively Rejected 
 Females show higher willingness to pay than males n.s. not supported n.s. not supported n.s. not supported 
  Females recommend socially responsible products than do males n.s. not supported n.s. not supported * supported 
 Nationality affects willingness to pay n.s. not supported n.s. not supported n.s. not supported 
  Nationality affects pWOM * supported * supported n.s. not supported 
 




SECTION 4. MODERATING EFFECTS OF SUBJECTIVE NORM 
In this section, we test the moderating effect of subjective norm by splitting the dataset into 
two groups. As the measures of subjective norm was continuous variables, we calculated the mean 
value of the three items which was used to separate the original data into high and low groups. High 
value means that the respondents were highly affected by subjective norms while low value means 
they were less influenced by subjective norms.  
In the multiple regression analyses, the aggregates of environment (env), employment (emp), 
social (soc), gender, age, and nationality were input as independent variables. Table 9 demonstrates 
the results of willingness to pay and word-of-mouth regressions. In is interesting to see that the 
results tend to be significant when moderated by low value subjective norm than by high value 
subjective norms. The results are not consistent, so we will explain one by one in the following. 
In regard to willingness to pay, when moderated by low value subjective norms, respondents 
were more willing to pay for environmental CSR beliefs for Company C (ß=0.50, p<0.05 for low 
which is significant while ß=0.27, p>0.05 for high, which is not significant). For Company A, both 
models are not significant. The results for Company B are significant regardless of the value of 
subjective norms. Thus, only the case of Company C, which performs general CSR without marketing 
campaigns, is affected by the level of subjective norms of respondents.  
In contrast, in terms of word-of-mouth, environmental CSR beliefs induce positive effects 
among all three CSR types when moderated by low value subjective norms. Furthermore, the 
standardized coefficient is the highest (ß=0.39, P<0.05) for environment CSR beliefs for Company A 
with social alliance CSR in consumer electronics. Additionally, in case of Company A, social CSR 
beliefs also successfully predicted positive word-of-mouth (ß=0.25, P<0.05). As for high value 
subjective norm, there were no significant results. 
Among the demographic factors, only nationality yielded negative significant result when 
moderated by low value subjective norms (ß=-0.29, p<0.05). This result shows that Japanese people 




products than are non-Japanese respondents. Overall, it can be concluded that there isn’t enough 
evidence to accept hypothesis H2 which states that the higher the subjective norms, the more willing 
are consumers to pay premium for socially responsible products. Hence, hypothesis H2 is rejected. 
Table 9. Moderating Effect of Subjective Norm 
1) Results of Willingness-to-pay Model 
 
Company A 
























CSR belief       
Environmental Dimension .02 .25 .47* .38* .27 .50* 
Employee Dimension -.10 -.06 -.19 -.08 -.03 -.12 
Social Dimension .23 .09 .15 .12 .25 .18 
Age .28 -.08 .06 .05 .21 -.04 
Gender -.38 -.14 -.35* -.07 -.37 -.07 
Nationality -.16 -.11 .20 -.29* -.05 -.24 
Adjusted R2 .05 .05 .19* .20* .12 .34* 
Note) * p< 0.05. 
 
2) Results of Word-of-mouth Model 
 
Company A 
























CSR belief       
Environmental Dimension .03 .39* .01 .34* -.04 .36* 
Employee Dimension -.06 .03 -.02 -.01 -.02 -.04 
Social Dimension .31 .25* .20 .20 .18 .24 
Age .27 .02 .26 -.02 .14 -.02 
Gender -.13 -.12 -.25 -.15 -.33 -.16 
Nationality -.20 -.24 -.28 -.25 -.17 -.23 
Adjusted R2 .00 .39* .02 .30* -.01 .33* 
(Note) * p< 0.05. 
 
Table 10. Summary of Hypothesis Tests 
Hypothesis Results 
H1: Different CSR beliefs (social beliefs, environmental beliefs and employee 
beliefs) affect behavioral intentions (willingness to pay and word-of-mouth 
intention) positively. 
Partially supported 
H2: The higher the subjective norms, the more willing are consumers to pay 
premium for socially responsible products. 
Not supported 
H3: The effect of CSR beliefs on the engagement behavioral intentions is 
stronger for cause-related marketing activities. 
Not supported 





CHAPTER 6. DISCUSSION AND IMPLICATIONS 
SECTION 1. DISCUSSION OF RESULTS 
The framework of this study is adapted and modified based on the Theory of Reasoned 
Action and the study by Abdeen, Rajah, and Gaur (2015). The Theory of Reasoned Action postulates 
that human behavior is a positive function of his/ her intention to perform the behavior, hence, this 
study considers and interprets the intentions of people to act a certain way (Fishbein and Ajzen, 1975; 
Ajzen and Fishbein, 1980). 
This study is divided into three parts. First, we investigated the positive effects of individual 
CSR beliefs on two engagement behavioral intention. Second, we tested the moderating effect of 
subjective norms on the relationship between CSR beliefs and engagement behavioral intentions. 
Third, we tested the moderating effect of CSR types: social alliance and social alliance combined 
with cause-related marketing. Additionally, we can also see the effect of product category on certain 
behavior intentions. 
As the results in Chapter 5 show, as we predicted, different CSR beliefs indeed generate 
positive behavioral intentions. Nevertheless, the hypothesis was not exclusively true for all the 
studied dimensions. Respondents were more likely to show positive engagement behaviors when the 
perceived social CSR beliefs and environmental CSR beliefs were high in the absence of moderating 
effect of subjective norm. In all the cases, employee CSR beliefs were not significant, this may be 
due to the fact that all the respondents were answering the survey from a consumer’s perspective 
rather than from an employee’s perspective. This result shows that consumers care more about social 
and environmental factors than they do about how companies treat their employees and inclusivity in 
the workplace. This can also be interpreted that consumers think that companies are required to treat 
their better rather as opposed to considering treating employees as CSR activities. 
Furthermore, regarding pWOM, consistently in all the cases, social CSR beliefs had the 
strongest influence followed by environmental CSR beliefs. This means that people like to 




environmental CSR beliefs illustrated the strongest influence. This result implies that environmental 
CSR is the strongest in terms of influencing consumers to support socially responsible companies by 
buying products with premium pricing. This result is interesting since older studies and theories do 
not include environmental dimensions in the realm of CSR dimensions (Carroll, 1991; Dahlsrud, 
2006). This positive result may also be the consequence of increasing environmental concerns these 
days (O’Brien and Leichenko, 2000; Wang et al., 2016; Ziran, 1999; Khojastehpour, 2014), which 
may have made the respondents want to support companies and products with environmental CSR. 
In reference to the results, sample company A’s CSR displayed the strongest pWOM, 
although the study had predicted sample B CSR to yield the strongest results. Most respondents 
answered that they would pay more for company A’s products, however, sample company A’s CSR 
did not display significant results. One explanation for this can be that there are more underlying 
factors when choosing a consumer electronics product than just social benefit factors. Another 
reason may be due to the influence of product category, as sample A’s CSR is about consumer 
electronics while the other two are apparels. A possible explanation could be that, consumer 
electronics generally cost more than apparels. This means that a 5% increase in price for consumer 
electronics represent a larger sum of money than a 5% increase in price for apparel. Therefore, these 
factors may have affected respondents’ judgement for WTP for sample company A differently. 
This can be further explained by the fact that in the cases in which respondents were willing 
to pay more for socially responsible products were for sample company CSR B and sample company 
CSR C, which have the same product category i.e. apparel. This result is fascinating because it can 
be interpreted as: consumers are more influenced by such products which they buy more often for 
example, clothes, other than electronic products, which consumers do not buy often and only replace 
when there is some problem with the product itself. 
Even when the independent variables were moderated by subjective norms, the results were 
somewhat consistent with that of non-moderated analysis. This can be seen by how the direction of 
all the coefficients are in the same general direction. However, the magnitude of the coefficients 




subjective norms were tested on the model, low value of subjective norms appeared to show more 
significant results than high value subjective norms in case of the products which did not have 
marketing. But the opposite is true in case of WTP for sample company B’s perceived environmental 
beliefs, which has marketing integrated with social alliance CSR. This results when explained in 
reference to the Theory of Reasoned Action can mean that respondents of this survey do not consider 
social influence while buying socially responsible products. When intending to buy socially 
responsible products, respondents base the decision on their own beliefs. 
However, when cause-related marketing is involved, the direction of effect from low to high, 
changed from -0.29 to 0.2 in terms of nationality. This implies that in case of WTP, when marketing 
is involved, moderating effect of subjective norm increases positively in nationality as the subjective 
norm increases. However, as the result on high subjective norm is not significant, we cannot say for 
sure that nationality is positively influenced by subjective norm. 
Additionally, in regard to demographics and pWOM, the study proved on multiple occasions 
that Japanese respondents were less likely to recommend socially responsible products to their 
friends and families than their non-Japanese counterparts. The result is consistent with another 
behavioral intention of willingness to pay as well, that Japanese respondents were less willing to pay 
more for socially responsible products than were non-Japanese respondents. However, there is a 
possibility that this result may have been affected by the number of respondents for each category, as 
there were more Japanese respondents than were non-Japanese. Had there been equal number or 
more non-Japanese respondents, the results might have been different. It is interesting to note that 
the age of demographics was not significantly affected in any of the cases like they did on previous 
studies. 
In case of types of CSR, although we had predicted that social alliance CSR combined with 
cause-related CSR would induce better results, the results proved otherwise. The reason behind this 
may be that each respondent responded to all CSR types and that all the CSR types had some 
elements of social-alliance CSR, which might have given the respondents little perceived 




have made it difficult for respondents to compare the two product types used in the three sample 
companies. An explanation for such erroneous result can be the promotional message tone of 
cause-related marketing which consumers are sometimes skeptical about (Kim and Ferguson, 2018). 
Another explanation for the respondent not being positively engaged to spread word of mouth 
in case of cause-related marketing can be that they were not given visual aids about the marketing 
campaigns. Usually in real cases, the cause-related marketing campaigns use catchy slogans, relevant 
pictures to engage customers more and get viral responses from them with which word-of-mouth 
spreads rapidly. If they were given pictures and slogan like in the real marketing campaigns it would 
have been more engaging for consumers to spread positive personal word of mouth. 
SECTION 2. ACADEMIC IMPLICATIONS 
This study contributes to the existing literature in several ways. Based on the Theory of 
Reasoned Action (TRA), we developed a conceptual model that explained the positive relationships 
between CSR beliefs and consumers’ engagement. This CSR dimensions studied in this paper are 
defined by Dahlsrud (2006), which are the lesser studied dimension than Carroll’s (1991) 
dimensions of CSR. Hence, this study adds to the literature of new definition CSR proposed by 
Dahlsrud. 
In terms of individual dimensions, this paper provides strong empirical evidence and stresses 
the importance of environmental dimension of CSR which is a lesser studied dimension than any 
other dimensions in terms of CSR. It proves that consumers are engaged and show higher positive 
behavioral intent toward environmental CSR. 
We also proposed and tested moderating effects in two ways. The moderating effect of 
subjective norms and moderating effect of CSR types. This study has added to the literature of 
moderating effect of subjective norms in that this paper provides empirical evidence that higher 
subjective norms do not always induce positive results. Instead, subjective norms can have opposite 
effect because people who are less influenced by social pressures, display more positive behavioral 




predict the behavioral intentions in case of CSR initiatives and socially responsible products. From 
the evidence provided by the results of this study, we can conclude that in case of CSR, people do 
not feel pressured socially to buy socially responsible products and rather the intention to buy 
socially responsible products is a result of their own beliefs. 
On the other hand, from the moderating effect of CSR type when cause-related marketing is 
added, positive environmental CSR beliefs magnified the influence on WTP for respondents who are 
affected by subjective norms. Hence, this research has opened an avenue for research on the field of 
environmental CSR beliefs and cause-related marketing. 
SECTION 3. PRACTICAL IMPLICATIONS 
This study also provides insightful implications for managers who are in charge of CSR 
activities in companies. We summarize the practical implications of this study in following aspects. 
First is in regard to the area of focus, as can be seen from the results and discussions that 
consumers put the most value on the environmental CSR beliefs for WTP, hence, while marketing or 
communicating CSR activities to the consumers, focusing on the social aspect of CSR is likely to 
induce favorable recommendations from consumers in terms of pWOM. Following social CSR 
beliefs are the environmental CSR beliefs which also generate positive significant pWOM. If 
manages want to place relatively premium prices for socially responsible products, environmental 
factors of CSR are the most impactful. It is evident form the study that different types of CSR induce 
different levels of behavioral intentions. Therefore, companies and managers should customize CSR 
based on their product category and objective. 
Moderating effects can potentially provide more specific validations to marketers for 
strategizing and implementing effective CSR initiatives in their companies (Abdeen, Rajah, Gaur, 
2015). Keeping this fact under consideration, this study performed two moderator analysis. It is also 
interesting to see how marketing activities affect the behavior intensions of people who are highly 
influenced by subjective norms in case of WTP. Those people who are highly influenced by 




cause-related marketing. However, in most of the cases, those who are affected by high subjective 
norms displayed lowered and sometimes even negative influence of CSR beliefs. Therefore, it is 
important for managers to know about their customers and understand how whether their customers 
are affected by subjective norms. 
In case of consumer electronics, consumers focus more on pWOM strategy rather than on 
charging more price than their competitors. However, in terms of environmental CSR the ß 
coefficient on consumer electronics was the highest, which implies that electronic products’ 
companies can focus on environmental CSR to get more word of mouth from consumers and 
enhance their marketing strategy along with full customer journey (Kotler, 2006). pWOM is 
important for companies because it means that the customers are satisfied and want to act as a 
voluntary advocate of your products (Chung and Drake, 2006). 
On the other hand, managers of apparel companies can capitalize on their socially 
responsible status and charge relatively higher price on the products than the normal apparel 
companies. This suggests CSR has significantly higher influence on products that are often 
repeatedly bought. As consumers are more willing to pay premium for their contribution to the 
environment and society. This study in a way answers questions such as ‘whether it is possible for 
the companies to recover costs of CSR implementation through premium pricing?’ (Browning, 2016). 
Therefore, this study proves that apparel companies have opportunities to boost their competitive 
advantage by remaining socially responsible which in turn has the potential to be rewarded by 
consumers by paying more to the products. 
SECTION 4. LIMITATION, FUTURE RESEARCH AND CONCLUSION 
Like other studies, this research study is not free of limitations. First, the examples we 
prepared as sample companies A, B, and C which were explained to respondents might not have 
been sufficient because they were fictitious. To give more pragmatic touch, all the sample companies 
were made similar in nature, which may have added ambiguity in the minds of the respondents. 




difficult for them to perceive them realistically (Chen, Huang, Yang, and Dube, 2018). Also, as they 
were not actually buying the products which means the cost analysis may not have been accurate. 
Second, since this is an exploratory study, the survey sample is not designed rigidly enough 
to meet the statistical requirements. Additionally, the respondents of this survey were at the time of 
this survey enrolled at a university, which adds to the controlled nature of the respondents who may 
not represent an average consumer (Ando et al., 2010). Hence, this study should be interpreted 
cautiously to rule out over-generalization (Chen, Huang, Yang, and Dube, 2018). Furthermore, on 
the demographics, this study only had 100 respondents which may deem as too few to make 
implications, and the proportion of Japanese to non-Japanese respondents was not even.  
Based on these limitations, there are endless potential opportunities for further study. Future 
can use examples on real CSR initiatives done by actual companies and brands to add more accurate 
perceived behavioral intentions. To add to demographic factors, non-Japanese category is too broad 
to make a cross-cultural comparison, further studies should have a concrete country or nationality 
group to have a better cross-cultural comparison. 
In regard to CSR dimensions, this study only examined three dimensions out of five defined 
by Dahlsrud (2006), future studies can explore other dimensions as well. In terms of employee 
dimension, future researchers can check different employee beliefs and try to make the consumers 
more empathetic towards employees to see influence of employee dimension on behavioral intensions 
of customers. Additionally, since the scope of stakeholder dimensions is broad and this paper studied 
only one stakeholder group i.e. employee, hence, in addition to scrutinizing other dimensions, 
researchers can analyze more stakeholder groups. 
In this study, subjective norms and CSR types were tested as moderators to predict 
behavioral intentions of consumers based on CSR beliefs. Since, moderating factor of subjective 
norm did influence the behaviors of consumers, it did not influence in the way that we predicted. 
Future study can test subjective norms on other factors as well other than CSR. In the cases of 
pWOM and WTP for consumer electronics, there seems to be more hidden factors for there to be 




moderating factors to analyze the relationship between CSR beliefs and behavioral intentions in case 
of consumer electronics such as: the popularity of a company or a brand, customer satisfaction, etc. 
In regard to word-of-mouth, this study only examined the personal word of mouth, which is 
between people, who often know each other, through conversation (Kawakami, Kishiya, and Parry, 
2013) more aspects of communication can be research in future studies. As the communication now 
a days is done more online and the sharing of information can be done to many people at time, it is 
important to know about virtual word of mouth. 
6.4.1. Conclusion 
In spite of such limitations, we hope this study will help managers who struggle with CSR 
issues and help them put CSR activities into practice as this study provides CSR beliefs from a 
consumer’s perspective. Overall, this study is consistent with previous studies that postulate 
consumers are differently engaged by different types of CSR. Consumers are not always positively 
influenced by higher subjective norms while deciding to buy socially responsible products, but rather 
by their own deep beliefs. 
With increasing number of companies aligning their business practices with the SDGs (Sachs, 
2019), CSR activities are more importance for companies than before. This paper gives results to the 
companies from the perception of consumers on CSR beliefs. This study and the results are more 
relevant now than ever as many companies place CSR at the core of their business operations 
(PWC’s Annual Global CEO Survey, 2016). As for the future researchers and students, we hope that 
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